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CHAPTER I 
INTRODUCTION 
Statement of the Problem 
The purpose of this study was to compile and evalu-
ate free and inexpensive instructional materials that 
may be used in teaching consumer education and to make 
suggestions for utilizing the materials in the classroom. 
Analysis of the Problem 
The subordinate problems involved in this study were 
as follows: 
1. To determine the textile companies, consumer goods 
industries, government agencies, professional 
agencies, educational associations, and testing 
agencies which could supply free and inexpensive 
materials that can be used in the classroom 
2. To develop criteria for judging the suitability of 
these materials for the classroom 
3. To analyze and evaluate the materials on the basis 
of the criteria developed 
4. To suggest uses to which the materials might be 
put by the teacher, such as for introductory 
Boston Univer•itr' 
School of Educatiom 
LibrarY. 
• 
• 
All people have wants and needs for goods and services 
and most of them spend the major part of their time and 
effort in trying to satisfy those wants and needs. The 
process through which their economic wants and needs are 
satisfied is complex. New scientific developments, new 
legislation, and significant marketing trends that affect 
the consumer all need to be explained. Up-to-date charts 
and booklets can be very helpful and timely in developing 
a course in consumer education. 
In order that the pupils may have a better understand-
ing of economic problems, a course in consumer education 
should be included in the high school curriculum. To meet 
and expand the individual pupil interests and abilities 
and to assist him in understanding the economic problems 
requires a variety of materials of different grade levels. 
This has been partly provided for in the way of graphs, 
charts, pictures, pamphlets, leaflets, and other printed 
materials in this study. The resourceful teacher welcomes 
aids of this type. 
Existing bibliographies list sources of materials, and 
some furnish titles of the printed materials and descriptive 
commentaries. Research is needed, however, to determine 
the effectiveness of current teaching aids for specific 
subject areas • 
• 
• 
Only free and inexpensive materials were selected in 
this study. This was done in order that budgetary consid-
erations would not be a problem for the teacher. 
Delimitation of the Problem 
This study was limited to the analysis of free and 
inexpensive teaching materials for consumer education that 
the writer received in answer to requests made to textile 
and consumer goods industries. 
4 
Materials were chosen which appeared to make a definite 
contribution to motivation without being too complicated for 
the student to understand. Films, filmstrips, and slides 
were not included in this study. Materials of doubtful value 
were excluded. 
The amterials analyzed and compiled were limited to 
those written since 1952. 
Organization of the Study 
In Chapter I, the problem has been stated and analyzed. 
Chapter II contains a review of related literature and Chapter 
III, the methods of procedure. Chapter IV contains evaluative 
criteria for the instructional materials and points out 
suggested uses for these materials. The summary and recom-
mendations are stated in the final chapter. 
In the appendix the reader will find the complete ad-
dress of each source of materials mentioned in Chapter IV. 
• 
• 
CHAPTER II 
RELATED LITERATURE AND RESEARCH 
The literature reviewed in this chapter is concerned 
with the use and importance o~ supplementary teaching 
materials in the classroom, s elected bibliographies o~ 
teaching materials, and the evaluation o~ these materials. 
The in~ormation ~or this chapter was taken ~rom pro~es­
sional books, reports o~ educational committees and com-
missions, Master 's theses, and textbooks dealing with 
consumer education. 
Labels, advertisements, consumer magazines, radio, and 
television o~~er a great deal o~ in~ormation about merchan-
dise. This in~ormation calls ~or interpretation, and there 
is a great need ~or sources o~ in~ormation by consumers, 
retailers, and educators. This in~ormation provides 
important ~acts that aid in the buying and use o~ a product. 
It has come to be recognized that the standard o~ living may 
be raised by increasing per capita production and income and 
by more intelligent spending. The very ~acts that aid a 
salesman to sell more intelligently are those that aid the 
customer to get his money's worth • 
5 
•• 
• 
Romans P. Heimerll states that one of the greatest 
problems of living today is to distinguish between fact 
and opinion, and here in the consumer education course 
is an opportunity to help young people develop this 
critical ability. 
6 
William M. Powers,2 in his study, says that the Better 
Business Bureaus give considerable aid to consumers. They 
are neither educators nor governmental authorities but are 
business organizations. However, the nature of their opera-
tions necessitates that they work in the interests of the 
consumer and business. These businesses seem to enjoy the 
trust and confidence of both the public and business. 
According to Powers, it would be impossible for any 
one person to bec ome an expert on all consumer goods. He 
continues to say that the material contained in each book-
let was submitted before publ ication to educators, govern-
ment a gencies, consumer organizations, or trade authori-
ties having an expert knowledge of the particular subject. 
1Heimerl, Romans P., "Consumer Training," The Business 
Education World, December , 1955, p. 34. ---
2Powers, William M., A Study to Determine Vfhat the 
Boston Better Business Bureau is DOing to Prorno~onsumer 
Education with Adults and in tne Schooli; Master's Thesis, 
Boston University, 195~pp; !9=22 • 
• 
7 
Wingate, Gillespie, and Addison3 bring forth the fact 
that in both the textile and nontextile fields recent tech-
nological developments have made obsolete many of the former 
standards for judging serviceability of merchandise. This 
study also points out that the recent developments in plas-
+. vlCS 7 synthetic rubber, and synthetic jewelry are revolu-
tionizing much merchandise. The writer has tried to bring 
attention to various sources which provide information on 
such materials. 
According to Cochrane and Bell,4 the consumption proc-
ess includes three parts: 
1. The selection of a particular 
set of goods and services 
2. The "using up" of that set of 
goods and services 
3. The production of satisfaction 
or utility, for the consumer, 
as goods and services are used 
up 
In general, increased factual consumer information is 
desirable because it helps consumers to select the items 
3wingate, Isabel B., Gillespie, Karen R., and Addison, 
Betty G., Know Your Merchandise, McGraw-Hill Book Company, 
Inc., New YOrK,~3, pp. i-iii. 
4cochrane, Willard w., and Bell, Carolyn Shaw, The 
Economics of Consumption, McGraw-Hill Book Company, Inc., 
New York, !g56, pp. 435, 460-461 • 
• 
• 
which satis~y their wants and also it tends to counteract 
the misrepresentation ~ound in advertising . 
Cochrane and Bell5 continue by saying that the con-
sumption activities o~ each individual constitute an im-
portant part o~ his total activity; hence, the individual 
has a vital interest in consumption and will on occasions 
8 
want to join with others with similar interests to take a 
stand on issues relating to consumption. In other words, 
many, i~ not most, individuals are not interested in partic-
ipating in a consumer movement which ~ocuses on every issue 
~rom the viewpoint of the consumer, but they are interested 
from time to time in influencing existing or potential 
courses or action relating to consumption. 
In his study, Richard L. Nims6 says that in spite o~ the 
excellent work that has been done by the Consumer Educational 
Study, the National Association o~ Secondary-School Principals, 
the National Better Business Bureau, the Consumers Research, 
Inc., and many others, the problem o~ getting new materials 
remains. It is the aim o~ the writer to provide the t eachers 
o~ consumer education with sources o~ material that best 
suits their needs in the teaching of consumer education. 
5Ibid., PP• 461, 468. 
6Nims, Richard L., A Resource Unit on the Proper 
Techniques of Se lecting Mercfianaise-;-Tas:c9r18Thesis~ 
Bosbon University, 1955, pp. 2-3 • 
•• 
• 
A study recently made by the Survey Research Center 
o£ the University of Michigan concluded that most people 
today accept consumer credit as a part o£ this economic 
system. If this is true, then everyone needs to learn 
about the value o£ consumer credit. 
Romans P. Heimerl7 relates that a guide book that 
deals with such topics as the need £or credit, calcula-
tions, open-account credit, installment buying, borrowing 
money, and agencies offering cash loans is available from 
the Consumer Education Study of the National Association 
of Secondary-School Principals, Washington, D. c. The 
book is entitled "Using Consumer Credit." 
Heimerl8 continues by saying that millions of dollars 
are spent annually for advertising and other aspects of 
consumer education, but the consumer benefits very little 
£rom the expense that he helps to pay. The consumer is 
helped in his buying only if he learns to use advertising 
properly. 
The consumer group is the most important single in-
terest group in the world; yet in spite of its potential 
power its influence is relatively weak. The proper edu-
cation of the consumer is not only an aid to the individ-
ual as such, but it is also essential £or the betterment 
7Heimerl, op. £!!., p. 34. 
8Ibid., p. 35 • 
9 
• 
• 
of our economy. The consumers have, so far, been ill-
equipped to deal with the problems of buying their every-
day products. 
Consumer education is a relatively new subject and a 
great deal of planning, experimentation, and work will be 
needed before it is fully accepted in the school curri-
culum. 
Phyllis Caulfield9 indicates that audio-visual aids 
10 
are being used by more business teachers and in more schools 
than ever before. She continues to say that there is room 
for much growth in the use of free and inexpensive materials 
that will aid the teacher in the classroom. 
Every teacher, regardless of the textbook he selects, 
uses an increasing number of supplementary materials. It 
is important to have the aids available when they are needed 
and to do systematic planning of their use. Fellow teachers 
are a continuing source of ideas for using these aids. Per-
tinent suggestions should be jotted down in the appropriate 
lesson plan. 
According to Caulfield,10 the value of any system for 
organizing resource material depends on the person who 
builds it. Cards must be kept up to date, new materials 
9caulfield, Phyllis, "Audio-Visual Aids, " The 
Business Education World, December, 1953, p. 25~ 
lOrbid., p. 256 • 
• 
• 
11 
must be added, old materials must be discarded, and all 
of the instructional aids must be evaluated and kept 
current. 
The course in consumer education is geared to give 
the student a knowledge of consumer practices and an under-
standing of the many problems which the consumer faces when 
buying . Teachers should attempt to obtain class participa-
tion and should encourage class evaluation of the instruc-
tional material used. 
Kendall and Schreinerll agree that consumer education 
in the high school has a very positive value in the course 
of study. Now that more emphasis is being placed in edu-
cation upon the need for the student to become a worthy 
citizen and to be a better adjusted individual, it is al-
most inevitable that consumer education must be included 
to help meet this end. It is hoped that an increasing 
number of educators will see the need for teaching a course 
of this type at the high school level. 
The wise consumer is one who has a thorough knowledge 
and understanding of the various goods and services which 
he must purchase in order to satisfy his personal and family 
needs. Intelligent consumers buy carefully. In planning 
a large purchase, the wise shopper will learn everything 
llKendall, Paul and Schreiner, Leslie M., "Consumer 
Education Plus.," The Journal of Business Education, J anuary, 
1954, pp. 163-~. ---
• 
• 
he can about the merchandise before he buys. This may be 
accomplished by becoming familiar with special sales, com-
parative prices, and varieties of merchandise available. 
Even with this advance knowledge it is not uncommon each 
year for many consumers to become the victims of carerully 
planned selling frauds. 
The writer does not intend to go into the possible 
types of frauds but a summary of good buying practices as 
illustrated by Reed, Conover, and Stearns,l2 offers the 
consumer the following ideas: 
1. Buy only what you can afford, 
and if possible pay cash. 
2. Inspect and compare merchandise 
in several stores as to quality, 
price, time of delivery, and 
method of payment. 
3. Avoid buying fad merchandise, 
articles which are of extreme 
style and which may be "out of 
style" or "old-fashioned" in 
a short time. 
h. Patronize only those stores which 
experience has taught you are 
reliable. 
5. Realize quality is more important 
than price. 
6. Refuse to pay for services not 
received. 
12 
12Reed, Clinton A., Conover, Hobart H., and Stearns, 
Robert E., Introduction to Business, Allyn and Bacon, I nc., 
Boston, Massachusetts, 1g)8, pp. jjJ-50 • 
• 
8. 
10. 
11 . 
12. 
13. 
15. 
16. 
• 
Refuse to patronize high pressure 
salesmen and those who "guarantee 
to save you money" or tell you 
"this is your last opportunity to 
buy at this price." 
If possible, buy when prices are 
low, and in sufficiently large lots 
to save money on goods used fre-
quently and i n large quantities. 
Realize that 11 low rent" often means 
a small volume of business which 
may result in high ins tead of low 
price s . 
Refuse to buy on teleph one solici-
tation. Insis t on see ing what you 
purcha se. 
Require bill collectors, house-
to-house salesmen , et cetera, to 
show their crede ntials. 
Refuse to do business with the 
"fly-by-night" concern which is 
not well-established and is 
likely to be "here today and 
gone tomorrow." 
Avoid signing p apers. If you 
must sign, be certain you read 
and understand everything in 
the paper. Refuse to be hurried. 
There is always time to obtain 
the advice of those who do know 
and understand. 
Try to avoid purchases from 
"samples." See, feel, inspect, 
and know what you are buying . 
Expect the seller to be hone s t 
with you, and you be honest 
with him. 
Learn to expect overstatement 
a nd exaggeration in advertise-
ments; realize that absolute 
a ccuracy i n statement is very 
rare. 
13 
• 
• 
17. Be thorough when considering 
costly purchases. Ask your-
self the following questions: 
d. Have I considered the 
price? 
e. Can I afford it? 
The satisfied consumer is usually an intelligent 
consumer. He is careful of his money and demands his 
money's worth. Intelligent consumers who use common 
sense methods when buying can exert great influence 
toward improving distribution services. 
Nimsl3 presents the following objectives for an 
instructional unit which he developed: 
1. To develop a realization that the 
buying of merchandise is a problem 
2. To develop an appreciation of the 
consequences of buying upon the 
individual as a consumer and upon 
society as a whole 
3. To bring about a recognition of 
the consumers' opportunity 
~. To develop a philosophy of buying 
In this chapter the writer has presented the reasons 
\ 
for using a variety of supplementary instructional 
materials in teaching consumer education. 
Chapter III presents the procedures used in conducting 
this study. 
l3Nirns, loc. cit., pp. 13-14 • 
• 
• 
CHAPTER III 
PROCEDURES 
The methods or procedure were similar to those used 
by Smithl4 in her study. However, slight variations exist 
in the headings or the table used to present the material. 
In the writer's study, the rollowing steps were carried 
out: 
1. Names and addresses of potential sources or data 
were located through bibliographies of teaching aids, bul-
letins, magazines, theses, better business bureaus, and 
through rererence sections of consumer education textbooks. 
2. Sources obtained by the above method were con-
tacted by letter. The letter explained briefly the purpose 
of the study, and requested either materials or lists of 
materials which could be secured. 
3. A table was developed in which the writer could 
indicate whether the materials were best suited for intro-
ductory purposes, project, display, slow learner, student 
reading, review, or teacher reference. In addition, the 
table contained information indicating the source of the 
instructional material, the kind of materials, rating of 
each material, and cost. 
14smith, Carolyn M., An Evaluation of Free and Inex-
~ensive Materials for Instruction in Consumer-Education, 
aster's Thesis, BOSfon University-,-1952, pp. 15-16. 
15 
• 
• 
4• The writer analyzed the materials received for 
appropriate content, illustrations, interest level, and 
ac curacy of information. Only those materials which were 
appropriate for classroom use were included in this study. 
5. Materials selected on the basis of the factors 
above were grouped under the topics of Business and Govern-
ment Serves Customers, General Principles of Consumer 
Buying , Advertising, Fabrics-Clothing-Shoes, Food, 
Furniture-Floor Coverings, Home Appliances-Automobiles, 
Home, Insurance, Jewelry, Standards-Grades-Labels, 
Economic Problems of Business, Budgets, Investments, 
Obtaining and Use of Credit, Savings, and How Banks Operate. 
6. A summary and recommendations ffor further study 
were made • 
16 
• 
• 
CF..APTER IV 
SUPPLElV!ENTARY MATERIALS AND THEIR RECOMMENDED USES 
The following pages contain an explanation of tables 
which include the evaluation of instructional material. 
The source and titles of the materials are listed alpha-
betically by title under ten major topics. 
The first column of the table indicates the kinds of 
material that were reviewed. The types of materials ana-
lyzed include bulletins, booklets, charts, folders, leaflets, 
magazines, mimeograph sheets, reprints, and special issues 
of newspapers and are indicated by symbols shown at the 
bottom of the chart . 
The second column gives the number of pages the specific 
piece of material contains. In columns three to ten suggested 
uses are indicated. 
Some of the materials contained pertinent information 
dealing with different principles. Often the information 
was presented under more than one major topic so that the 
same source may appear more than once in the table. 
As shown in the columnar headings in the table in this 
chapter, the specific pupil and teacher uses for which the 
materials were sele cted are : (1) introductory presentation, 
(2) project, (3) display, (4) slow learner, (5) student 
17 
• 
• 
reading, (6) review, (7) teacher reference, and (8) overall 
rating . Inclusion of any piece of material depended upon 
1.8 
its pertinence to the topic under consideration, clear pre-
sentation1 good sentence structure, accuracy of presentation, 
and readability of the print. The criteria developed and 
used by the writer in selecting and recommending a piece of 
material for each use are as follows: 
Introductory Materials: 
1. Charts and booklets were selected that present a 
general idea of the work to be covered in the course. 
2. Materials that create student interest in the major 
consumer education topics were included. 
Projects: 
1. Materials were selected that contained information 
that might motivate individual students to undertake projects 
outside the classroom. 
2. Factual materials that could be used by either indi-
vidual students or groups in making special reports, oral or 
written, were selected. 
3. Materials which presented pertinent facts in a manner 
too technical for general student use, but which could be used 
for research projects and reports by interested students in 
planning exhibits and demonstrations, were selected. 
Displays: 
1. Pictures, charts, s.nd graphs which would be appro= 
• 
• 
priate for bulletin board display were chosen . 
2. Booklets and pamphlets with appropriate content 
and without excessive advertising were included. 
3. Colorful materials with good illustrations and con-
tributory meaningful content were selected. 
Slow Learner: 
1. Materials written in simple language with graphic 
illustrations and pictures were rated high. 
2. Materials with numerous examples to support facts 
and principles in the context were considered good. 
Student Reading: 
19 
1. Materials which contained certain facts not included 
in the average textbook were chosen. 
2. Materials that motivate the student and help him in 
understanding particular points under discussion were selected. 
3. Materials that increased the student ' s background 
knowledge were included. 
Re v iew: 
1. Materials covering the main points of the major 
consumer education topics were selected. 
2. Materials containing an overall view of the topic 
under consideration were chosen. 
Teacher Reference: 
1. Materials too technical for general student use were 
selected • 
• 
• 
2. Statistical materials which could be interpreted 
and explained to students by the instructor were included. 
3. Some of the materials recommended for student use 
which could also provide pertinent background information 
for the teacher were selected. 
4. Materials with potential educational value which 
could be used to enrich lectures were chosen. 
5. Teaching units, booklets, or similar materials built 
especially for teacher use were considered important. 
20 
The overall rating assigned each piece of material indi-
cates the writer's opinion regarding its relative value for use 
in consumer education on the secondary level. Each piece of 
material used in the study was rated as fair or excellent. 
Material was rated as excellent if it conformed in general to 
the following standards established by the writer: 
1. A thorough, accurate, and up-to-date presentation 
should be evident in the material concerning the topic under 
consideration. 
2. The presentation of a topic should be claarly worded 
and should be relatively free from advertisement for a particu-
lar firm or institution. 
3. Charts, graphs, and pictures should be clear and 
concise without excessive advertising. 
4. The material should be suitable for at least one of 
• 
• 
the following teacher and pupil uses: introductory, project, 
display, slow learner, student reading, review. 
Rating of fair was assigned if material conformed to a 
certain extent, to the foregoing criteria, but to a lesser 
de gree than that considered excellent. Materials not con-
sidered by the writer as at least fair were discarded for 
the purpose of this study. 
21 
The following section includes the instructional materials 
for consumer education and the writer's recommendation for 
their use. The names of sources of each piece of material 
mentioned is included with the material and the name and 
address of each source is included in the appendix in alpha-
betic order • 
•• 
• 
AN EVALUATION OF FREE AND INEXPENSIVE NlATERIALS 
FOR INSTRUCTION IN CONSlffiffiR EDUCATION 
~ 
Top:ic Suggested Uses · 
~ . Business and 
Government .,; s erves f-1 
Customers Q) f-1 +' ~ as 
=al td 
~ +' ~ Q) +'tla 0 • <:) H §.~ ~ S~mrce · l1l 0 Q) r-1 ~ Q) f-1 ·~ p.. ~ rgrg .,; tlO +' 0 l1l I> ~ Title ofi Publication as .:i f-1 •r-1 r-1 +'a> <J) 1:4 llt P-4 A Cl.l Cl.lp:j ~ 
1 2 3 4 5 6 7 8 
AMERICAN BEIVIBERG 
Points and 
Pointers f X 
AMERICAN TOBACCO co. 
"Sold American" m 144 X 
ARMOUR & COMPANY 
-
Economics of Live-
stock and Meat mm 13 X X X 
Facts about 
Armour and Company mm 9 X 
ASSOCIATION OF 
BETTER BUSINESS 
BUREAUS, INC. 
Facts You Should 
Know About Your 
Better Business 
Burea'U b 1.5 X X 
Facts You Should 
Know About Our 
Business System 
And You b 1.5 X 
BEER-MANNING COMPANY 
- Plastics Reference c X 
(1) 
0 
f-ls:l 
Q)<J) t~;') 
.Qf-1 CJ<D -~ 
rotH .p 
Q)<J) ctf 
E-lp::i p:j 
9 10 
1 
1 
1 
1 
1 
X 1 
2 
KEY : bl-bulletins, b-booklets, c-charts, f-folders~ 
1- leaflets, m-magazines, mm~mimeograph sheets, 
r-reprints, sp-special issues of newspapers 
22 
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Tovic Suggested Uses · 
r-f 
. 
Cd 
Business and .,.; ~ Government serves (!) ~ 
Customers +:> (!) m ~ ::a ~ (!) () 
ft-.4 +:> t>, (!) +:>D.O ~=-~~ 0 • () Cd ...:I g.~ ~ (!)(!) !.:c') Sou.rce · 11.1 0 (]) r-f .s:l~ s:: ~ (!) ~ •ro> P-4 ~ 'B~ •ri ()(!) .,.; +:> flO +:> 0 11.1 0 :> CI:SCH -l~ Cll m ~ ~ .,.; r~ +:><D (!) (!)(!) ro 0 Title of Publication ~ Pot H l.l.t A m (Qp:i (l:i E-fp:i p:; 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
BULOVA TIME CENTER 
You and Time b 16 X X X 2 
BUSINESS WEEK 
The New Customer sp X 1 
CANNON MILLS INC. 
A Visit to Cannon 
Mills b 25 X 2 
CHAMBER OF CO~~ERCE 
OF THE U1~ITED STATES 
Consumer Studies mm X 1 
TEIE CHEMSTRAND CORP. 
1956-A Year of 
Progress m 35 X 1 
CLOROX COl'vlPANY 
Training Employees 
in the Care of' 
Food Preparation 
Centers 1 X 1 
CONSlffiffiR EDUCATION 
STUDY 
The Consumer and 
the Law b 122 X X X X X 1 
• 0 • 5 
• 
Topi c Suggested Uses · 
r-i 
. 
CIS Business and •r-1 
Government ~ serves (1) ~ 
Customers 1-:l (1) CIS ~ ::a ~ (]) () 
1f-t 1-:l ~ (1) g.~ l"-1~ 0 • () H ~ (l) Q) (:,;) tl) 0 (1) r-i .Q j:.j c-' Sc;m.rce · i-i ] (1) ~ .,..., PI !'? rgrg •r-1 ()(1) •r-1 ~ tl.O .p 0 tl) 0 t> <111f-t -~  tl) CIS ~ ~ •r-1 r--1 1-:l Q) (1) (1)(1) m 0 Title of' Publication ~ ll.t H tlt A Cll Cl.l(l:i p::i E-fP::: p::; 0 
' 
l 2 3 4 5 6 7 8 9 10 ll 
c 0 NS UIV'!.ERS I RESEARCH, 
INC. 
Discount Houses mm 3 X 1 
CONSUMERS UNION 
Consumer Reports mm X 2 
CREDIT UNION NATIONAL 
ASSOCIATION, INC. 
About Our Credit 
Union 
-r X 
The Credit Union 
Yearbook b 63 X X X 1 
What are Credit 
Unions and How We 
Use Them b 32 X X X 1 
DUNLOP TIRE & RUBBER 
CORPORATION 
This is Dunlop m 20 X X 
EDUCATIONAL RESEARCH 
BUREAU 
Publication List 1 X 1 
ESSO STANDARD OIL co. 
-
• 
Story of Roads b 15 X X X X 1 
2:5 
• 
-· 
Top:ic Suggested Uses · 
. 
r-i 
Business and CIS •rl 
Government serves f-1 (!) f-1 Customers +' (!) CIS ~ ::a td (J) () 
!H +' ~ (!) +' !10 F-I R 0 • c:.> ...:I g .~ ~ Q) Q) t:,!) Sou..rce · til 0 Q) r-i ..s:::! t-1 , ... i-i ~ Q) f-1 •..-;> ~ ~ '8~ ...; (.)Q) •rl +' tU) +' 0 til 0 l> CIS !H .p til (\1 ~ f-1 •r-1 .--{ +' Q) Q) Q)Q) Cd 0 Title of Publication ~ Pot H Pot A tf.l Cf.l~ ~ E-lp::i p::i 0 
' 
l 2 3 4 5 6 7 8 9 10 ll 
ESSO STANDARD OIL CO . 
(cont.) 
The Story of Igy b 31 X X 1 
The Story of Maps b 13 X X X X X 1 
Teaching Aids Con-
cerning the Petro-
leu.m Industry b 16 X X 1 
Our Oil b 35 X X X 1 
FEDERAL RESERVE BANK-
BOSTON 
Maintaining 
Economic Gr owth 
and Stability b 39 X X X X 2 
FEDERAL RESERVE BANK-
CLEVELAND 
Department Store 
Trade m 29 X X X 2 
FIRESTONE TIRE & 
RUBBER COMPANY 
Rubber b 32 X X 1 
GENERAL MILLS, INC. 
General Mills 
• Welcomes You b 9 X X X 1 
26 
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Topic Suggested Uses · 
r-1 
. 
Business and a1 •n 
Government serves 1'-1 Q) 1'-1 Customers +' Q) 
cl1 ~ 
=a fit (!) C) 
~ .p ::.-, <I) +> b.O 1=-ls::l 0 • C) a1 H g.~ ~ (!)(!) t~;') tfl 0 Q) r-1 ..QI'-I (_, Sov.rce · ..... ~ Q) 1'-1 '1'"01 A ~ rgrg or-{ t)(J) •n .p t:l.() .p 0 tfl 0 > Q1Cj_j .p CJl cl1 s:: 1'-1 ·n r-1 +><I> (!) (!)(!) ttl 0 Title of Publication ~ ll. H At A tr.l Cl)(l:i !Xi E-t(l:i CXi 0 
' 
1 2 3 4 ~ 6 7 8 9 lO 11 
GOOD HOUSEKEEPING 
Let Me Tell You 
About Good House-
keeping b 11 X X 1 
GOODYEAR TIRE & 
RUBBER COMPANY 
The Story of the 
Tire m 62 X 1 
GROCERY MANUFACTURERS 
OF AMERICA, INC. 
Consumer Dividends 
in Modern Groceries mm X 2 
H. J. HEINZ COMPANY 
Nutritional Data m 157 X X 1 
THE NATIONAL CASH 
REGISTER COMPANY 
Getting Ahead in 
Retail Selling b 17 X X 1 " 
NATIONAL SHOE MANU-
FACTURERS ASSOCIATION, 
INC. 
Tell and Sell b 36 X 1 
I. • 
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Top:ic Suggested Uses · 
r-1 
. 
Business and "' •rl Government serves ~ Q) ~ 
Customers .p ~ 
"' ~ ~ Q) (.) 
fH .p ~ Q) -~ b.O 1=-is::l 0 • (.) ...=! @.~ ~ Q)Q) :.:!;') til 0 Q) r-1 .Q~ ( .... Source · H ~ Q) ~ .,...., A 5 rgrg •rl ()Q) •rl .p b.O .p 0 til l> Cl:!ti-1 -P Ul 
"' 
s:l ~ •rl r-1 ,PQ) Q) Q) Q) Cl:! 0 Title o:r Publication ~ ll.. H P-1 A tQ (J)p;:i p;:i E-ip::j p::j 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
NE\N ENGLAND 
COOPERATIVES, INC. 
Fact Book on 
Cooperatives b 46 X 1 
PITTSBURGH PLATE 
GLASS COMPANY 
50,000 Years of 
Protection and 
Decoration m 20 X X 1 
The Romance of 
Glass m 29 X X 1 
REVERE COPPER & BRASS, 
INC. 
Building to Endure 
with Revere b 26 X 1 
Copper b 14 X X 1 
Paul Revere: 
Pioneer Inaustri-
alist m 46 X 1 
UNITED SHOE WillCHINERY 
CORPORATION 
How Modern Shoes 
are Made m 69 X X X 1 
• 
28 
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Topic Suggested Uses · 
r-1 
. 
Cd Business and ·rl 
Government serves J:-t Q) J:-t 
Customers +' Q) Cd ~ ~ ~ (]) () 
r.... +' ~ Q) +'b.O !!-!~ 0 • () ...::I g.~ a3 Q)Q) L1 Squ.rce · til 0 Q) r-1 .Q~ c-' .... ] Q) ~ ·~ ~ ~ 'Bai •rl ()Q) •rl +' tl.O +' 0 til 0 > <I:!Cr-1 ~ .j..:> til Cd ~ !!-! •rl r--1 +'<D Q) Q)(J) ro 0 Title of Publication ~ A.. H ll.t A Cf.l (J)p:j p:; E-ip:j p:; 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
u. s. DEPT. OF 
C OMivlERCE : BUSINESS 
AND DEFENSE SERVICE 
ADMINISTRATION 
The Fair Trade Laws nnn 7 X X 2 
Regulation of 
Tracie Practices mm 4 X X 2 
u. s. DEPT. OF 
COMMERCE: FEDERAL 
TRADE COMMISSION 
Protection of the 
Consumer 1 X 1 
u. s. DEPT. OF HEALTH, 
EDUCATION, AND WELFARE 
Food Facts vs. 
Food Fallacies sp X 1 
How Food and Drug 
Laws Promote 
Better Living sp X 1 
How Pure is Your 
Food mm X X 1 
u. S • GOVERNMENT : 
SECRET SERVICE 
Know Your Money b 31 X X 1 
• 
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Topic Suggested Uses · 
. 
r-{ 
Business and C\1 •rl 
Government serves ~ ~ Q) 
customers +' Q) C\1 ~ ~ ~ Q) () 
~ +' ~ Q) +'b.O H~ 0 • () 14 @.~ ~ Q)Q) (~.') Sou.rce · til 0 Q) r-{ .QF-J ~ ~ Q) ~ •r-:~ P4 5 rgrg •rl O<D •rl +' b.() +' 0 (/) t> <I:SC't-1 ·!-' til m ~ ~ •rl d +'a> Q) Q)Q) m 0 Title of Publication ~ 114 H t:lt Q (f.) Cf.le:l:i ll:t E-fll:t p::; 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
u. s. RUBBER COMPANY 
Rubber - A Story 
of Romance and 
Service b 35 X X X 1 
~~STERN PINE MILLS 
Friendly Home Ide as b 23 X X 1 
VliYl'fiAN GORDON COMPANY 
Metal Quality m 64 X X 1 
What is Forging b 5 X X 2 
• 
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Top:ic Suggested Uses · 
r-1 
. 
Qf 
Consumer Buying: •r-1 1"-t Q) 1"-t 
General Principles .p Q) Qf s:: 
::l!l ~ Q) C) 
tt-f .p ~ <I) .Pb.O ::;S:: 0 • C) t-=1 g.~ ~ Q)Q) !,:,;) Ul 0 Q) r-1 ..Q::; ( .... Souxce · ..... ~ Q) ::; •r:> A i!: '8~ or! C)Q) •.-I .p b,l) .p 0 Ul 0 t> 'lfG-1 ..p Ul cti s:: 1"-t •r-1 r- -1 ,.PQ) Q) Q)Q) ro 0 Title of Publication ~ ll. H Pot A cr.! Cl)~ ~ E-1~ p::; 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
ALLYN & BACON, INC. 
Social Studies 
Publications 1 X 1 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About SecuritJ 
and Commodity 
Exchanges b 15 X X X 1 .10 
CONSDAffiR EDUCATION 
STUDY 
E££ective Shopping b 104 X X X 1 .50 
COOPERATIVE LEAGUE OF 
THE U. S. 
The Cooperatives 
Look Ahead b 32 X 1 
THE NATIONAL CASH -
REGISTER COMPANY 
Credits and 
Collections b 17 . X X 2 
U. S. DEPT. OF 
C OMIVTERCE : BUSINESS 
AND DEFENSE SERVICE 
ADMI NISTRATION 
• You and Your Foods b 16 X 2 
31 
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Top:ic Suggested Uses · 
-r-1 
~ Consumer Buying: •r-1 
~ 
Q) ~ 
Advertising .J..) Q) ~ l=l ~ ~ Q) () 
tr-4 .J..) ~ Q) _,_, b.O j:; ~ 
0 • () ~ ..:I g.~ ~ Q)Q) !::o'J Source · til 0 Q) r-1 .Q~ .~ 
'E Q) ~ ·~ A ~ rgrg or! ()Q) .J..) t1.0 .J..) 0 til 0 :> ~G-! ..j.:> til 
•r-1 ~ l=l ~ •r-1 .--1 .J..)(j) Q) Q)Q) ctS 0 Title or Publication ~ P-t H P-t A Cf.l CJ)p:t p:; E-tp:; p:; 0 
' 
J. 2 3 4 5 6 7 8 9 10 11 
ASSOCIATION OF 
BETTER BUSINESS 
BUREAUS, INC. 
Facts You Should 
Know About Adver-
tising b 15 X X 1 .10 
BURI~M & MORRELL co. 
Products c X 1 
CONSUMER EDUCATION 
STUDY 
Learning to Use 
Advertis i ng b 71 X X 1 .50 
NATIONAL CASH 
REGISTER COMPANY 
Advertising .for 
More Sales b 13 X X 2 
• 
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Top:ic Suggested Uses · 
r-i 
. 
aS Consumer Buying : •r-! 
~ Fabrics - Q) ~ 
Clothing - Shoes +' Q) m ~ 
=a tit (1) () 
ct-1 +' ~ Q) -Pb.O ~=-~~ 0 • () H §.~ ~ (1)(1) ~:,;) tr.l 0 Q) r-i .G~ (~ S c;m.r c e · H ~ Q) f-1 •r-:~ PI 5 rg~ or-f ()Q) •r-1 ..p b.O -P 0 tr.l 1:> m~ +' Ul m ~ ~ •r-! r-1 -PO> Q) Q)Q) a:! 0 Title o:f Publication ~ ll1 H P-1 ~ (f.l (f.lp::i ~ E-lp::; p::; 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
AMERICAN BElVJ.BERG 
A Study of' Fabrics b 15 X X 2 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About Clothing b 16 X X 1 .15 
Facts You Should 
Know About Furs b 15 X X X 1 .10 
B. BLUMENTHAL & co . ' 
INC. 
Buttons r X 1 
CANNON MILLS 
Make It With 
Sheets b 1.5 X 2 
The Buying and 
Care of' Towe l s 
and Sheets b 27 X X X 1 
CHEMSTRAND CORP . 
Fa ct s About 
Acrilan c X 1 
CLUETT, PEABODY & 
co., INC • 
• Teaching Aids 1 X 1 
• 
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Top:ic Suggested Uses · 
r-1 . 
Consumer Buying: CIS •r-1 
Fabrics 
-
~ Q) ~ Clothing - Shoes +' Q) CIS $::1 ~ ~ Q) (.) 
ft..~ +' ~ Q) +'!:tO ~$::! 0 • (.) ....:I @ .~ ~ Q)Q) (\,') Sou.rce · Ul 0 Q) r-1 ,.q~ !=l ~ Q) ~ .,., A 5 rgrg or-! ()Q) •r-1 .j.) b.() +' 0 Ul p CISG-1 ..j..:> til Title of Publication a1 ~ ~ or-! r--1 .J.'Q) <1> Q)Q) ctl 0 ~ p.. . H A-t A Cf.l t:f.l~ IXt E-f~ p::; 0 
' 
1 2 3 4 5 6 7 8 9 l O ll 
E. I. DU PONT DE NE-
MOURS & COMPANY 
DuPont Textile 
Fibers 1 X 1 
Facts About Fabric~ b 18 X X X 1 
Fiber Facts b 14 X X X 1 
DUNLOP TIRE & RUBBER 
CORP. 
Natural Rubber b 15 X 1 
GOODYEAR TIRE & RUBBEr 
co. 
Story of the Tire b 20 X 2 
A. HOLLANDER & SON, 
INC. 
Furs - Glamorous 
and Practical m 88 X X X X 1 
HOUSEHOLD FINANCE 
CORP. 
Your Clothing 
36 1 .10 Dollar b X X X X 
INTERNATIONAL SHOE co 
• 
Publications List 1 X 1 
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Top:ic Suggested Uses · 
r-1 -
CIS 
Consumer Buying : •r-1 ~ Fabrics - Q) ~ 
Clothing - Shoes +' Q) CIS s:: 
=a ~ Q) () 
IH +' ~ Q) +'b.O ~s:::l 0 • 0 ...:I g .~ m Q)Q) !::,') Sou.rce · l1l 0 Q) r-1 .Q~ s:::l ] Q) ~ .,., p. 5 'E~ .,.; om •r-1 +' tlO +' 0 l1l I> a::! Ci-t +' til CIS s:::l ~ •r-1 r--1 .J.'Q) Q) Q)Q) ttl 0 Title of Publication ::.::: jl,. H P-i A Cl.l Cl){:l4 114 Hp::j p::j 0 
1 2 3 4 5 6 7 8 9 10 11 
NATIONAL COTTON 
COUNCIL OF AMERffiCA 
Cotton c X X 1 
Cotton Quiz b 13 X 1 
Cottonseed and its 
Products c X 1 
Educational 
Material Catalogue b 31 X 1 
Let's Talk Facts 
about ·Fibers 1 X 1 
The History of 
Cotton Textiles b 23 X X X 1 
The Story of Cot tor b 24 X X X 1 
J. P. STEVENS & co.' 
INC. 
Sheets - and Pillow 
Cases c X 2 
u. s. RUBBER co. 
Lastex c X 1 
Textiles c X 1 
WAiVISUTTA MILLS 
• For the Bride b 16 X X 1 
• 
• 
Topic 
Consumer Buying: 
Food 
Sov.rce · 
Title of Publication 
' 
ARMOUR & CO. 
Food Source 
THE BORDEN CO. 
Milk Goes To Town 
HERSHEY CHOCOLATE 
CORPORATION 
Chocolate and Coco! 
HOUSEHOLD FINANCE 
CORPORATION 
Your Food Dollar 
KELLOGG CO. 
Choose Your 
Calories Wisely 
IffiAFT FOODS CO. 
The World o:f Chees 
MC CORMICK & co., INC 
Spice Map Guide 
JOHN MORRELL & co. 
Meat Manual -
"' -
Id ~nti:fication 
Buying - Cooking 
M 
. 
CIS 
•rl 
~ Q) 
+' 
CIS 
:a! 
ft-1 
0 • 
Ul 0 
~ Q) ~ flO +' CIS ~ ~ p.. H 
l 2 3 
c 
b 39 X 
c 
b 36 X 
1 
m 51 X 
c 
m X 
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Suggested Uses · 
~ 
Q) 
~ 
fJ Q) C) 
.p ~ Q) +'b.O ::;~ C) 
...::! g.~ ffi (J)(J) t:~') Q) M .Q~ c-' i-i 
•r-;) A 5 rgr-g or! C)(J) •rl +' 0 Ul l> CISft-1 -j..:l til 
~ •rl r--1 +.:IQ) Q) Q)Q) rn 0 
A-t ~ Cf.l Cl)p:i IX4 E-1{::4 {::4 0 
4 5 6 7 8 9 10 ll 
X 1 
X 1 
X 1 
X X X 1 .10 
X 2 
X X X 1 
X 1 
X X 1 
• 
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Topic Suggested Uses 
r-i 
. 
as Consumer Buying: •r-1 
~ 
Q) ~ 
Food -1-' ~ as ~ ~ (l) () 
~ -1-' ~ Q) -J-:> b.O f-i!=l 0 • () H g.~ ffi Q)Q) t~!.) Ul 0 Q) r-i .s:::IF-1 (-1 Sou.rce · i-i ] Q) ~ 'r;) ~ ~ 'S~ •r-1 ()Q) •r-1 -1-' tl.() -1-' 0 Ul 0 :> «<CH .p til as !=1 f.; .,; I"' -I -1-'Q) Q) Q)Q) m 0 Title of Publication :::.:: ll-t H Pot ~ Cll Cl.lP4 P::i E-fp:i P4 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
NATIONAL BISCUIT CO. 
Nutritional Values 
of' Crackers and 
Cookies f X 2 
THE NESTLE CO., INC. 
Chocolate c X X X 1 
NKN ENGLAND DAIRY AND 
FOOD COUNCIL 
Can We Eat Well 
· For Less f X 1 
Feeding Little 
Folks b 21 X 1 
Newer Knowledge of 
Cheese b 44 X X 1 
STANDARD BRANDS , INC. 
Story of Coffee mm 6 X X X X 1 
-
Story of Margarine mm 8 X X X 1 " 
Surprising Facts 
About Tea mm 1 6 X X X 1 
u. S. DEPT. OF 
~AGRICULTURE 
• 
Egg Buying Guide b 8 X X X 1 
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Top:ic Suggested Uses · 
-r-1 (lf 
Consumer Buying: •rl ~ (!) F-1 
Food .p ~ (lf 
::a ~ (I) () 
r.-t .p ~ (!) .PM ~!=l 0 • () H g.~ ~ (!)Q) t~.o Source - til 0 Q) r-1 .QF-1 ~ ~ Q) F-1 ·~ p. ~ rg~ orJ ()(!) •rl .p fl.O .p 0 til 0 I> roli-1 .p til a1 !=l F-1 •rl I" -I .j.)Q) (!) Q)(!) ro 0 Title o~ Publication ~ lJ.t H lJ.t A Cf.l (f.lp:t ~ E-f~ ~ 0 
' 
l 2 3 4 5 6 7 8 9 10 ll 
u. s. DEPT. OF 
AGRICULTURE (cont.) 
Fruit and Vege-
table Guide b 46 X X 1 
Poultry Buying 
Guide b 8 X X X 1 
u. s . DEPT. OF 
AGRICULTURE: UNIV. 
OF CONN. 
Buying Eggs f'or 
Your Family f' X 1 
Buying Food f'or 
Your Family f' X 1 
• 
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Topic Sugges t ed Uses · 
r-1 
. 
Consumer Buying : a$ •rl 
Furniture - ~ Q) ~ 
Floor Coverings +:! Q) 
a$ ~ 
::at ~ (]) 0 
fH +:! p, Q) .PM j:-j ~ 
0 • 0 a$ H ~ .... ~ Q)Q) !:::.!) Ul 0 Q) r-1 Q)·rl .d. }:-J c-t SQu.l'ce · r-1 ] Q) ~ ·~ Pt ~ 'B ~ or! 0Q) •rl ..p f:l.O .p 0 Ul 0 :> CI:I G-1 .j..:> til a$ ~ ::... •rl r-t .P Q) Q) Q)Q) ttl 0 Title of' Publication ~ Pot H P-i A (11 Cf.l l:l:i P:4 E-1 ~ ~ 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
ARMSTRONG CORK CO. 
The Story of Cork b 16 X X 1 
The Story of 
Linoleum f X X X 1 
s. c. 
INC. 
JOHNSON & SON, 
How to Take Care 
o:f Floors b 23 X 1 
. How to Take Care 
of Furniture b 15 X 1 
MAHOGANY ASSOCIATION, 
INC. 
What Everyone 
Should Know About 
Mahogany b 29 X X X 1 
• I 
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Top:ic Suggested Uses · 
r-f -
af Consumer Buying: •1""1 
Home Appliances - 1"-1 Q) 1"-1 Automobiles .p Q) af ~ 
=a fi! (1) (.) 
ft..! .p ~ Q) -~ D.O j:.j~ 
0 • (.) af ....:t g.s ~ Q) Q) !.:'01 U) 0 <D r-f _q t-1 c• S(;mrce · r-t ] <D 1"-1 .,.., p.. ~ 'E~ -M ()Q) •1""1 +> tl.O .p 0 U) 0 :> af <H -t-=> U) af ~ j:.j •1""1 r-t .P Q) Q) Q) <D Q) 0 Title of Publication ~ ll.t H Po< A Cf.l Cf.l~ p:f E-fp:f p:; 0 
1 2 3 4 5 6 7 8 9 10 11 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About Buyi ng 
New or Used Cars b 15 .X .X .X 1 .10 
HOUSEHOLD FINANCE 
CORP. 
Your Automobile 
Dollar b 36 X X X X 1 .10 
Your Equipment 
Dollar b 36 X X X X 1 . 10 
Your Home 
Furnishing Dollar b 36 X X X X 1 .10 
• I 
• 
.. 
Top ic Sugges t ed Uses · 
r-1 
. 
as Consumer Buying: •r-1 
H 
Q) H 
Home +' ~ as ~ ~ Q) 0 
Ct-4 +' ~ Q) +'M ~>=: 0 • C) H g.~ ~ Q) Q) ~.:~'} Ul 0 Q) r-1 ..0. f.-1 (-I Source · i-1 ~ Q) H .,..., Pt ~ 'B~ •r-1 ()(!) •r-1 ..jj tlO +' 0 Ul 0 :> as Ct-t .j.:> Ul as >=: ~ •r-1 ..-I +J(J) (1) Q) Q) cri 0 Title of' Publication ~ Pot H Pot ~ Cf.'l Cf.'l~ p:j E-lp:j p:j 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About Buying 
or Building a Home b 15 X X X 2 .10 
Facts You Should 
Know About Home 
Fire Protection b 15 X X X 1 .10 
Facts You Should 
Know About Home 
Insulation b 15 X X X 1 .10 
BOSTON FEDERAL 
SAVINGS AND LOAN 
ASSOCIATION 
A Warning to Home 
Owners :r X X 1 
Let ' s Take a Walk 
Around the House :r X X 2 
OUr .Open-end 
Mortgage :f X X 1 ' 
CONSUMERS' RESEARCH, 
INC. 
Facts About Home 
Accidents r X X 1 
• ' 
• 
Top:ic Suggested Uses · 
r-1 
. 
Buying: ~ Consu.mer •rl 
r-t Q) r-t Home +' ~ ctf ~ {i! ()) C) 
IH +' ~ Q) +'b.O F-1~ 0 • C) ....:I g .~ ~ Q) Q) t :o') Ul 0 Q) r-1 ..Q F-1 ,-t Sov.rce · i-i ] Q) r-t '10) p.. 5 rgrg or! C)Q) •rl +' tl.O +' 0 Ul l> ~ Cr-1 .J..:> til ~ !:! r-t •rl r-1 +'Q) Q) Q)Q) qj 0 Title of Publication ~ ll.. H ll.. (::::1 Cf.l (1)(.)4 p:j E-tp:::j p:::j 0 
' 
l 2 3 4 5 6 7 8 9 10 11 
HOUSING AND HOME 
FINANCE AGENCY 
Publication Aids b 15 X 2 
HOUSEHOLD FINANCE 
CORP. 
Your Home 
Furnishing Dollar b 36 X X 1 .10 
Your Shelter 
Dollar b 36 X X 1 .10 
u. s. SAVINGS AND 
LOAN LEAGUE 
Thri.ft and Home 
Ownership m 62 X X X X X 1 
What YoU: Should 
Know Be.fore You 
Buy a Home b 18 X X X 1 
Where The Heart Is b 13 X 1 
• I 
• 
~ 
Topic Suggested Uses· 
at 
. 
Consumer Buying: or-1 ~ Q) ~ 
Insurance ...., ~ 
"' :::!1 ~ (!) () 
tt-l ...., ~ ~ ~~ {ag 0 • () ~ b!) s9~ce · til 0 Q) r-1 Q)• .Q~ -~ ~ Q) ~ .,.., Pt ~ 'S~ or-1 ()Q) ~ ~ ...., 0 til I> mCH ..p til "' t:i 1=-1 oM r-1 ,.PQ) Q) Q)Q) ro 0 ' ! .1tle oti P'ublication p.. . P-1 A (Jl tl)p:4 IXt E-lp:j p:j 0 
I l 2 3 4 5 6 7 8 9 10 11 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About Acci-
dent and Health 
Insurance b 15 X X X 1 .10 
Facts You Should 
Know About Life 
Insurance b 15 X X 1 .10 
CONSUMER EDUCATION 
STUDY 
Buying Insurance b 136 X X X X X X 1 .5o 
INSTITUTE OF LIFE 
INSURANCE 
Blueprint for 
Tomorrow b 35 X X 1 
Handbook of Life 
Insurance m 87 X X IX X 1 
Life Insurance 
Fact Book m 112 X X X IX X 1 
Sharing the Risk b 23 X X X X X 1 
What Life 
Insurance Means b 23 X X X X 1 
• 
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Top ic Suggested Uses · 
r-{ . 
Consumer Buying: C\1 
·rl 
l'-1 
Insurance Q) l'-1 +' Q) C\1 $':1 
~ ~ Q) C) 
lH +' ~ Q) +' b.O 1=;$':1 0 • C) ..:I g.~ t3 Q) Q) :.:,!) til 0 Q) r-{ .Ql'-1 c-' Sou.rce · ...... 
'E Q) l'-1 '~"") p.. ~ 'E1i or! ()Q) •rl +' f:lO +' 0 til 0 l> «< CH -t-.:> til 
or! C\1 $':1 1=-i •rl r--1 +' <D Q) Q)Q) rn 0 Title of Publication ~ ll.. H P-t A t:f.l (f.l p:i p:i E-fp:i ~ 0 
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1 2 3 4 5 6 7 8 9 10 11 
MASSACHUSETTS PRO-
TECTIVE ASSOCIATION, 
INC. 
The Health 
Insurance St ory m 63 X X 1 
Loopholes in 
·Disability 
Insurance f' X 1 
PROVIDENT MUTUAL LIFE 
INSURANCE COMPANY OF 
PHILADELPHIA 
Life Insurance for 
Children b 9 X X 1 
Your Life Insurance 
and How to Use It b 15 X X X 1 
SAVINGS BANK LIFE 
INSURANCE COUNCIL 
Savings Bank Lif'e 
Insurance Plans f X 2 
u. s. FEDERAL SECURITY 
AGENCY 
How Social Security 
Works c X 1 
Your Social I . Security b X X 1 
• 
-· 
Top ic Suggested Uses · 
r-1 
. 
m 
Consumer Buying : ·r-1 ~ 
Q) ~ 
Jewelry +' Q) m s:: ~ ~ Q) () 
IH +' t>, Q) +'WJ r;S:: 
0 • () m H s:: ~ %3 Q) Q) !::,;:) til 0 Q) r-1 Q)· .Qj:..j (_, S ov.r c e · 1-1 
'S Q) r; ·~ A !§: 'E~ .,.; ()(]) •r-1 ..p f:l.O +' 0 til 0 l> Cd G-1 .p til 
.,.; m s:: l=-1 •r-1 d .1-) Q) Q) Q)Q) ql 0 Title or Publication ~ ~ H At A (f.l Cf.l r-::4 r-::4 E-ir-::4 ~ 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About Jewelry b 15 X X 1 .10 
CONSUMERS ' RESEARCH, 
INC. 
How to Choose a 
Good Watch mm 7 X 1 .20 
I 
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1 2 3 4 5 6 7 8 9 10 11 
ARMOUR & COMPANY 
How Meat is 
Inspected 1 16 X X 1 
BRAND NANlliS FOUNDA-
TION, INC. 
Good Buymanship 
Principles b 8 X X X X 1 
Name It And You 
Have It rnm X 1 
BURNHAM & MORRELL CO. 
Canned Food Buying 
Guide c X 1 
CONSUMER EDUCATION 
STUDY 
Using Standards 
and Labels b 128 X X 1 .5o 
CONSUNJERS' 
INC. 
RESEARCH, 
Appliance Testing mm 12 X 1 
KRAFT FOODS COMPANY 
Cheese - Natural 
or Process c X 1 I • 
• 
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WillHOGANY ASSOCIATION, 
INC. 
Tags and Labels 
that Tell and Sell b 14 X 1 
JOHN MORRELL & co . 
A Livest ock and 
Meat Manual for 
Judging - Identifi-
cation - Informa-
tion m 22 X X 1 
NEW ENGLAND 
COOPER~TIVES, INC . 
Labels c X 1 
THE QUAKER OATS CO. 
Oatmeal - Nutri-
tional Leader c X X 1 
u. s. DEPT. OF 
AGRICULTURE 
Know Your Butter 
Grade 1 X 1 
u. s. Grades for 
Beef 1 6 X 1 
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u. s. DEPT. OF 
C OIVilV'!ERCE: NATIONAL 
BUREAU OF STANDARDS 
The Agency Nobody 
Understands 1 
.X 1 
u. s. GOVERNMENT: 
PRINTING OFFICE 
Commercial Stand-
ards mm 11 X 1 .15 
Read the Label b 35 X X X X 1 . 15 
u. s . 
INC . 
TESTING COMPA1TY, 
Story of Certi-
fication f X 1 
48 
• 
-· 
Topic Suggested Uses · 
r-1 
. 
a1 Economic Problems: •I-I 
H 
Q) H 
Busines s Conditions ~ Q) 
a1 s:: 
:at fit (]) C) 
IH ~ ~ Q) -1-' D.O r-; S:: 0 • C) H g.~ ffi (J)Q) t~;) Squ.xce · 11.1 0 Q) r-1 oGH , ... H ] Q) H ·~ p. ~ rgr-g -1-1 C)(J) •r-1 ~ f.lO .p 0 11.1 0 I> mCH ·1-' 11.1 m s:: ::-r ·r-1 r-1 .PQ) Q) Q)Q) m 0 Title of Publication ~ At H At A t/1 Cl)~ p:j E-1~ ~ 0 
' 
1 2 3 4 5 6 7 8 9 10 11 
FEDERAL RESERVE BANK-
CLEVELAND 
Business Trends mm X 1 
FEDERAL RESERVE BANK 
OF RICHMOND 
Annual Report-
1955 m 33 X X 1 
GOOD HOUSEKEEPING 
Sales Results m 72 X X 2 
NATIONAL BUREAU OF 
ECONOMIC 
I NC. 
RESEARCH, 
Financial Research 
and Problems of 
the Day m 101 X 1 
'rHE NATIONAL CASH 
REGISTER COMPANY 
Expenses in 
Retail Business b 36 X 1 
NEVIlS WEEK 
The New Europe c X 1 
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l 2 3 4 5 6 7 8 9 lO ll 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC. 
Facts You Should 
Know About 
Budgeting b 7 X X X 1 
BUSINESS WEEK 
For Americans 
Today - Money is 
to Spend sp X 1 
People are Bor-
. rowing More sp X 1 
CHAMBER OF COM~ffiRCE 
OF THE U. s. 
Control of' Money 
Supply b 27 X X 1 
The Mystery of' 
Money mm 20 X X X 1 
CRASE NATIONAL BANK 
MUSEUM OF MONEYS OF 
THE WORLD 
11 In God We Trust " f' X X 1 
CHASE NATIONAL BANK 
OF THE CITY OF N. Y. 
Your Finane ial I Future b 16 X 1 
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C OM111ITTEE FOR EC 0-
NOMIC DEVELOPbffiNT 
Monetary and Fiscal 
Policy for Greater 
Economic Stability b 57 X X 1 
CONSUMER EDUCATION 
STUDY 
Managing Your 
Money b 133) X X X 1 .50 
FEDERAL RESERVE BANK-
RICHMOND 
Your Money and the 
Federal Reserve 
System b 21 X X X X 1 
Money: Master or 
Servant m 45 X X X 1 
You and Your Money b 13 X X X 1 
Your Money's Worth b 20 X X X X 1 
HOUSEHOLD FilffiNCE CORP ~ 
Children's Spending b 36 X X X 1 .10 
For Ypung Moderns b 20 X X X 1 .10 
Your Budget b 36 X X X 1 1.10 
Your Health Dollar b 32 X X X 1 .10 
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HOUSEHOLD FINANCE 
CORP. (cont.) 
Your Equipment 
Dollar b 
Your Re creation 
Dollar b 
Your Shopping 
Dollar b 
INSTI TUTE OF LIFE 
INSURANCE 
Aids on Education 
in Family Finance b 
Budget or Bust mm 
Education in 
Family Finance mm 
Let The Dollar Helt mm 
Moderns Make Money 
Behave b 
MERCHANTS CO-OPERATIVI 
BANK 
Ladies l You are 
Invited t o Consider f' 
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1 2 3 4 5 6 7 8 9 10 11 
NATIONAL COMMITTEE FOF 
EDUCATION IN FAMILY 
FINANCE 
Bibliography and 
Listing of Aids on 
Education in 
Family Finance b L~o X 1 .35 
' 
Handbook for Edu-
cation in Personal 
and Family Finance b 51 X 1 .35 
Teaching Family 
Finance More 
Effectively b 61 X 1 .35 
UNION DII'viE SAVINGS 
BANK 
Where Does the 
Money Go b X X 1 
u. S. SECRET SERVICE 
Know Your Money b 15 X X 1 
u. s. TREASURY DEPT. 
Teaching Thrift 
Through School 
Savings b 22 X 1 
WORCESTER COUNTY 
• 
TRUST CO • 
A Short Story 
About Money 
Management b 15 X X X 1 
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ASSOCIATION OF BETTER 
BUSINESS BUREAUS , INC 
Facts You Should 
Know About Securit• es b 15 X X X 1 .1 0 
ASSOCIATION OF STOCK 
EXCHANGE FIRMS 
In Account With b 16 X X X 1 
"Report From The 
Floor" b 12 X X X X 1 
-
Understanding the 
Modern Securities 
Market b 32 X X X 1 
MERRILL LYNCH, PIERCE 
FENNER & BEANE 
About This Stock 
and Bond Business b 20 X X X 1 
How To Buy and Sel 
Commodities b 59 X X X X 1 
How To Invest b 29 X X X X 1 
How To Read a 
Financial Report b 28 X X 1 
THE SURETY ASSOCIATI01 
OF AMERICA 
• Corporate Fiduciary Bonds b ' 2 X X X 1 
I 
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ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC 
Facts You Should 
Know About Borrowi, g b 15 X X X 1 .10 
BUREAU OF BUSINESS 
RESEARCH 
Consumer Credit b 32 X X X X 1 .30 
Small Loan Laws b 32 X X X X 1 .30 
CONSUMER EDUCATION 
STUDY 
Using Consumer 
Credit b 57 X X 1 .50 
NATIONAL RETAIL CREDr 
ASSOCIATION 
The Credit World m 31 X 1 
PENNSYLVANIA BANKERS 
ASSOCIATION 
How To Borrow Mone~ f X 1 
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ASSOCIATION OF BETTER 
BUSINESS BUREAUS, INC 
Facts You Should 
Know About Savings b 15 X X X 1 .10 
BOSTON FEDERAL SAVING~ 
AND LOAN ASSOCIATION 
Systematic Bonus 
Savings f X X 1 
CHASE NATIONAL BANK OF 
THE CITY OF NEW YORK 
Moneys of the World b 32 X X 1 
THE SAVINGS BANK 
ASSOCIATION OF THE 
STATE OF N. Y. 
Taking Good Care of 
Your Dollars b 40 X X :X: X X X 1 
Why You Should 
Save in a Savings 
Bank b 8 :X: :X: 2 
U. S. SAVINGS AND 
LOAN LEAGUE 
The Savings and 
Loan Association b :1.4 X X X 1 
• 
Yours to Keep b 13 X :X: 1 
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AMERICAN BANKERS 
ASSOCIATION 
Bank Services For 
You b 23 X X 1 
Money and Banking b 11 X X X 1 
Trust Services for 
You b 21 X X 1 
ASSOCIATION OF BETTER 
BUSINESS BUREAUS , INC. 
Facts You Should 
Know About Invest-
ment Banking b 15 X X 1 
Facts You Should 
Know About Invest-
ment (Trust) 
Companies· b 15 X X X 1 
FEDERAL RESERVE BANK-
BOSTON 
Publications List mm X 1 . 
JOINT COUNCIL ON 
ECONOMIC EDUCATION 
Teacher ' s Guide to 
the Problem of 
-· 
Money and Credit b 81 X X 1 
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NATIONAL CASH REGISTEF 
COMPANY 
4,000 Years of 
Banking m 21 X X X 1 
PENNSYLVANIA BANKERS 
ASSOCIATION 
The Origin of 
Banking b 9 X X 1 
Understanding 
Your Bank f X X 1 
THE SURETY ASSOCIATim 
OF AMERICA 
ABC ' s of Teller 
Work m 60 X X X X 1 
UNION NATIONAL BANK -
LOWELL 
How To · Do Your 
Banking b 15 X X 1 
u. s. SAVINGS AND 
LOAN LEAGUE 
Savings and Loan 
Fact Book - 1957 m 84 X X X X 1 
-· 
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WORCESTER COUNTY 
TRUST COMPANY 
Banking in Simple 
Terms f X X X 1 
Prof'it Sharing 
Trust Plan f' X X 2. 
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CHAPTER V 
SUNUJIARY AND RECOMMENDATIONS 
The purpose of this study was to compile and evaluate 
free and inexpensive instructional material for consumer 
education and to make suggestions for utilizing the materials 
in the classroom. 
In this study the writer contacted by mail 197 organiza-
tions to obtain material which may be used for instruction in 
consumer education. A total of 244 pieces of material which 
included folders, booklets, charts, leaflets were received. 
This represented a return of 165, or 84 per cent, of the firms 
and organizations contacted. Twelve letters were returned to 
the writer unopened because of change of address. 
Each piece of material received was analyzed on the basis 
of criteria established by the writer . Of a total of 244 
pieces of material from 103 different sources, a total of 216 
pieces, or 88 per cent, were found to be excellent, and 28 
pieces, or 12 per cent, were fair. 
Table II summarizes by topics the number of pieces of 
material included in the study. The table also shows the 
number of pieces of material rated excellent or fair. The 
overall rating assigned each piece of material used in the 
59 
Summary of the Total Pieces of Instructional Materials 60 
Selected for Use with the Topics in Consumer Education 
• 
' 
Topics Total Per cent Rating 
Pieces of Total Excel. Fair 
Business and Government Serves 
Customers 54 22 42 12 
Consumer Buying: 
Advertising 4 2 3 1 
General Principles 6 3 4 2 
Fabrics-Clothing- Shoes 27 11 23 4 
Food 21 9 19 2 
Furniture-Floor Coverings 5 2 5 0 
Home Appliances-Automobiles 4 2 4 0 
Home 13 5 10 3 
Insurance 15 6 lL~ 1 
Jewelry 2 1 2 0 
Business Conditions 6 3 5 1 
Personal Finances: 
Budget s 33 14 33 0 
Investments 9 4 9 0 
Saving s 7 3 6 1 
Obtain and Use of Credit 6 3 6 0 
How Banks Operate 15 6 14 1 
Totals 244 216 28 
• 
• 
• 
study indicates the writer's opinion re garding its relative 
value for use in the consumer education course at the sec-
ondary level. 
During the course of this study, many price lists and 
a small number of sample copies of materials concerning con-
sumer education were received, but only those items costing 
fifty cents or less were evaluated. 
A study such as the one just completed included only 
current material from 1952 to 1957 and it is recommended 
that a follow-up study be made after a year or two so that 
the classroom teacher may be up-to-date on the current 
material available. 
A study should be made to determine the effectiveness 
of the instructional materials evaluated in the actual 
c lassroom situation • 
61 
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APPENDIX 
• 
• 
Gentlemen: 
239 "L" Street 
So. Boston~ Massachusetts 
December 24, 1957 
I am doing a graduate research study at the Boston 
University School of Education of free and inexpensive 
teaching aids for consumer education courses. Would you 
please send me either a list of your publications or the 
actual publications of any type that you feel may be of 
value. 
All phases of consumer education are being considered 
in this study - advertising, grading and labeling, problems 
in buying specific goods, bank services, credit, management 
of finance, insurance, and consumer protection. 
I am particularly interested in descriptive pamphlets, 
folders, leaflets, charts, study kits, or samples that can 
be used by the students who are studying consumer education 
or by the instructor as a teacher reference. Material that 
has been prepared since 1952 would be very much appreciated. 
Please advise me if there are any charges. I wish to 
thank you in advance for any assistance which you can 
give me. 
Sincerely yours, 
John s. Mitro 
• 
• 
1. Allyn & Bacon, Inc. 
2. 
4-
5. 
6. 
8. 
10. 
11. 
12. 
13. 
Englewoods Cliffs, N. J • 
American Bankers Association 
12 East 36th Street 
New York 16, New York 
American Bemberg 
Educational Service Bureau 
261 Fifth Avenue 
New York 16, New York 
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